The purpose of this Special Issue is to advance the development of empirical research into the emerging paradigm of nation branding. Nation branding encompasses major domains of business, in particular export promotion, tourism promotion, and the attraction of inward investment. A recent upsurge of interest in nation branding has led to the publication of a small number of books on the topic (Anholt, 2007; Dinnie, 2008; Moilanen and Rainisto, 2008), as well as the establishment of specialist journals such as Place Branding and Public Diplomacy.
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To date, the overwhelming majority of academic papers published on nation branding have used qualitative, interpretivistic methods, as is to be expected for a relatively new and little researched field of inquiry. However, to move the literature forward, more work is required that employs quantitative methods and whose results possess a level of generalizability that is not found in case study or conceptual research. This Special Issue therefore invites submissions that employ quantitative research methodologies to investigate a range of themes pertaining to nation branding. These themes include, but are not limited to, the following:
• Interdisciplinary perspectives on nation branding • Measurement of the effectiveness of nation branding strategies • Measurement and scales specifically developed/adapted/tested for the context of place brands • Analysis of the role of nation branding in influencing country image perceptions • Challenges associated with internal nation branding, ie, strategies targeting domestic populations rather than external audiences • The impact of nation branding on export promotion, tourism promotion, and the attraction of inward investment • Approaches for measuring nation brand equity • Quantifying the economic impact of nation branding campaigns and strategies • Investigation of the relationship between nation branding and consumer behavior 
